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Abstract 
A Comparison of Television Network Launch Strategies in China and the US  
 
Mingyao Zhao 
 
 
The purpose of this qualitative case study is to determine what strategies are utilized 
by television networks to enter Chinese and American markets, what affects those 
strategies, and how to be successful in a government-controlled media environment. 
This research mainly focused on two case studies to understand the differences 
between how TV networks are launched in China and the US, in order to illustrate 
the differences between the Chinese and American media systems. A questionnaire 
was sent out to MTV China and MTV USA to collect basic information about their 
television operations in both China and the US.  
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CHAPTER 1: INTRODUCTION 
Introduction    
 In 2011, a new theory called media priming stated that things people watch, listen 
to or read affect their behavior and emotion. The supporting study found that 
watching dumb TV shows might make audiences dumber (Dahl, 2011). Even 
though internet accessible, interactive and networkable new media has been 
changing the media landscape, television still plays an important role in people’s 
lives. The intimacy created by watching television with friends or family, the daily 
information updated by news programs and all kinds television shows are 
irreplaceable. It affects audience behavior and emotion. Television is a valued part 
of society.   
  Television is not a local or national business, but international. From monotony 
to diversity in content, from local to global, the television industry has experienced 
seismic change. China, previously unavailable, opened as a market to foreign media, 
beginning with the ‘open door’ policy in 1978. Television has entered a brand-new 
phase of globalization. Scholars began to show an interest in understanding the 
difference between TV program launches in China and The US. Ian Weber (2006) 
stated that localization successfully helped foreign media companies, like MTV and 
CETV1 sell their programs in China. Those programs must adhere to the Chinese 
government’s mandate of “no sex, no violence, and no news”. On the contrary, there 
                                                        
1 CETV is a satellite broadcaster. SAR-Hong Kong-based China Entertainment 
Television (CETV) successfully sold its Chinese programming to China in the 
1980s 
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were no similar rules when it came to Chinese media corporations entering the US. 
Hong Kong-based TVB US and Phoenix Satellite Television USA provided only 
Mandarin and Cantonese programs to Chinese immigrants. What are the basic 
differences between Chinese and American television? What are the factors 
affecting strategies chosen by Chinese and American television networks in the US 
and China? How can they become successful in China and in the USA?  
Background and Need 
   Phoenix Satellite Television was started in February 1996, as a joint venture 
between STAR TV, a subsidiary of News Corporation, and Liu Changle, a Chinese 
media tycoon, each holding 45% stakes at that time (Weber, 2003). Today, the 
Phoenix global media organization includes the flagship Phoenix Chinese Channel, 
Phoenix Hong Kong Channel, Phoenix Movie Channel, Phoenix InfoNews Channel, 
Phoenix Chinese News and Entertainment Channel in Europe, and Phoenix North 
America Chinese Channel. Phoenix launched Phoenix North America Chinese 
Channel in 2001 in California. It works mostly with local satellite distributors to get 
more exposure. Currently, Phoenix Satellite Television is a Hong Kong-based 
Mandarin and Cantonese television broadcaster (Phoenix Satellite Television 
website, n.d) . 
  MTV Mandarin was inaugurated in 1995 in Taiwan. MTV China split from MTV 
Mandarin in 1998 and began to broadcast in Guangdong Province. MTV China is a 
24-hour music channel and does not provide any traditional television shows in 
China. Its headquarters is currently in Beijing (MTV website, n.d).  
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Purpose of the Study 
  The purpose of this qualitative case study is to determine what strategies were 
utilized by television networks to enter the Chinese and American markets, what 
affects those strategies and how to be successful in a government-controlled media 
environment. This research compared two media companies with businesses in 
China and the US to understand the difference between how television networks are 
launched in China and the US, in order to comprehend the difference between the 
Chinese and American media systems. 
Statement of the Problem 
Problem: How can media companies successfully enter foreign markets? 
  Localization successfully helped foreign media networks like MTV and Phoenix 
Satellite Television, launch in China (Weber 2006). These networks comply with 
the government’s policy of ‘no sex, no violence, and no news’. In addition to 
complying with government policy, in the case of MTV and Phoenix Satellite 
Television, they all produced Chinese language programs, hired Chinese hosts and 
produced content that was relevant to Chinese audiences. Understanding the 
concept of localization is important when examining the differences between TV 
network launch strategies in China and the US.   
 
Research Questions 
A. How do Chinese and American TV networks sell their programs to each other 
under their respective regulatory environments?  
a) What are the program sales strategies in China and the US? What influences 
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MTV and Phoenix to choose such different strategies? 
b) Who are the major advertisers on MTV and Phoenix in China and in the US? 
Which programs are more appealing to advertisers? 
c) Who is the target audience for MTV and Phoenix China, and MTV and 
Phoenix US? 
 
B. How do cultural differences influence the launch strategies in China and the US? 
a) What obstacles did MTV and Phoenix face when they tried to break into the 
Chinese television market? What was the biggest obstacle? Were the obstacles 
similar in the American market? 
b) Who are your competitors in China and in the US? How does MTV and 
Phoenix differentiate itself in both countries? 
 
C. What would be the most appealing content in China and the US? 
a) What kind of programs are most appealing to advertisers? 
b) What are the most popular or profitable shows? 
 
 
 
 
 
 
A qualitative case study was conducted to analyze problems A, B and C. A content 
study was used to generate information to understand the difference between how 
television programs are launched in China and the US. 
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Significance to the Field 
  This study is intended to give readers a clear idea about the difference between 
television network launch strategies in China and the US. It also gives readers a 
point of view on what major factors cause different strategies to be chosen when 
entering the Chinese and American media markets. It would potentially increase the 
chance of further related research to better understand the Chinese and American 
media industries. It would also potentially bring more foreign investors to the 
Chinese media industry since the study hypothesizes the best way to be successful 
in a government-controlled media environment, like MTV China. All of these could 
boost the opportunities for cooperation between China and the US.  
Limitations 
  Rating data and related information cannot be collected due to government 
censorship in China, and a lack of previous studies makes data collection more 
difficult. Because of these limitations, the two case studies cannot be more in-depth 
and cannot provide more details about programming strategies. It was difficult to 
contact other similar television networks further limiting the amount of case study 
work in this research.  
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CHAPTER 2: LITERATURE REVIEW 
Introduction 
  Media play an important role in the world. They are not only platforms to deliver 
information, but also a virtual bridge to connect cultures. It makes globalization a 
reality. After China joined the World Trade Organization (WTO) in 2001, there has 
been increased global cooperation between the US and China. The literature review 
will fall into two main categories that relate to the statement of the problem; the 
American television industry and the Chinese television industry. Each area 
includes a brief history of the development of television to give readers a general 
background of the differences between the television industries in both countries. It 
will add more information about Chinese media since experiencing dramatic growth 
within the last 20 years.  
Body of the Review  
Television in America 
  Television has had a major impact on many aspects of American life including 
politics, society and culture (Curtin & Shattuc, 2009). Even court based TV shows 
have had an impact on the lawyers and legal systems of the United States with TV 
personalities and mid-afternoon court shows. “Americans’ increasing interest in 
trial publicity impacts lawyers and the legal system” (Bell & Odysseos, 2002). 
Television has also influenced the way Americans view everyday issues, how they 
spend their free time and shapes moral standards. A U.S. News and World Report 
poll in 1985 asked Americans what had the most power in society and the television 
came in fourth. Aside from affecting things such as lawyers and legal systems, the 
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television has also shaped history, as more events were made public. Television is 
a history-shaping tool, for example the speech delivered by President Roosevelt at 
the New York World’s Fair in 1939, which was the first time an American president 
gave a speech on TV (Brewster, 1999). 
  Scholars hold different views on the impact of TV. In the early 90s, there was an 
expression used to constitute television as a place. Television allowed people to get 
together and share an experience (Adams, 1992). Adams argued not that it was a 
real geographic place, but rather it was a place like other manmade places designed 
to bring humans together to experience life. Television was such an integral part of 
family life that it needed to be considered an agent of socializing and was 
comparable to educators and parents (Christopher, Fabes & Wilson 1989). 
Television was America’s great equalizer. Television was breaking down the 
barriers that had divided the country into separate individual regions and sections 
(Brewster, 1999). The invention of television actually sped up that process, and it 
did that through codifying the imagery of desire, known as advertising. TV 
impacted time more than any other technological device or invention now in 
America (Robinson & Marin, 2009). It was also the most viewed source of media. 
According to the Nielsen Television Audience Report for 2010 & 2011, the average 
time spent watching television per person was 34 hours and 12 minutes per week, 
an increase of 16% from the same period of 1999-2000. 
 
The History of American Television 
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  The idea for television was said to have begun around the 1870s. People saw 
television as visible radio. Hal Kanter, a comedy writer, expressed that people in the 
future would be able to see radio. At this time the idea of having a television station 
had also spread to an international level. Some American companies, like Bell, RCA 
and GE began to lead the way beginning in the early 20th century (A BRIEF 
HISTORY OF TELEVISION, 2013).  
  Experimental broadcast television began in the 1930’s (Television Academic 
Foundation, n.d). NBC was started in 1939, followed by CBS a few months’ later. 
Four months after NBC was started, they began to show sporting events via 
television broadcasting, the first of which was a Cincinnati Reds baseball game. 
Television began to explode in the late 1940’s and early 1950’s, after WWII. In 
1947 TV stations began to produce TV shows like Howdy Doody, and Candid 
Camera. Also in the forties, many radio performers and radio shows moved to the 
television screen; Milton Berle was one of the most renowned television stars to 
make this move (Whaples, 2008).  
  The 1950’s saw the beginning of television news. Over 7 million TV sets could 
receive live news. CBS News established a system for television reporting, 
including topical, political and worldwide stories (A BRIEF HISTORY OF 
TELEVISION, 2013). Live drama and comedy started to become a growing fad in 
the 1950’s as well. In the mid 1950’s filmed shows began to become popular (A 
BRIEF HISTORY OF TELEVISION, 2013). Game shows became number one in 
the ratings and attracted attention with cash prizes; the ratings were even higher 
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than those of hit shows such as I Love Lucy. (Schwartz, Ryan & Westbock, 1999). 
  1962 was a watershed year for news on a technological level (Adams 1992). This 
was because of the launch of Telstar and Relay satellites. Those communication 
satellites expanded television transmission to a wide range of geographic areas, 
especially areas without terrestrial television (Martin, Anderson & Bartamian, 
2008). On November 22, 1963, television programming was suspended for four 
days to provide live feeds regarding President Kennedy’s assassination. Many 
programs, such as the Beverly Hillbillies, Batman, and the Andy Griffith Show 
launched in the 1960s, are now deemed classic television (Television in the United 
States, 2014) 
  In the 1970s, more Americans watched television than read newspapers (Garey, 
2002). CBS made a bold move to attract more young audience. It cancelled shows, 
including Green Acres and The Beverly Hillbillies and replaced them with 
contemporary, cutting-edge shows like Mary Tyler Moore Show, and All in the 
Family, which became the popular shows in the decade (CBS Corporation, n.d). 
The 1970s also saw the start of programming that still exists today such as Saturday 
Night Live. Cable networks emerged in the 1970s. Home Box Office (HBO), 
Showtime, ESPN and Nickelodeon began to share the market with the big three 
networks NBC, CBS and ABC (Benson, 2007) 
  The 1980s were an important era for the American television industry, which was 
becoming redefined. Cable television was growing fast (Television in the United 
States, 2014). Cable technology brought more channels to cable subscribers, 
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including basic broadcast channels, premium movie services and exclusive cable-
only channels. HBO, for example, began to offer its subscribers new movies earlier 
than broadcast stations, and movies without commercials (International Directory 
of Company Histories, 1998). 23% of households received basic cable by 1980, a 
65% increase over 1970. Along with the rapid development of cable television, new 
technology emerged, like remote-control devices and videocassette recorders (VCR) 
(TV History, n.d). The ownership of VCR’s grew to 68% during 1980. Black 
Entertainment Television, the Discovery Channel, MTV, the Disney Channel, 
Lifetime, HSN, and E! Entertainment Television all successfully launched in this 
decade. Another big event in 1980s television was the launch of CNN (THE BRIEF 
HISTORY OF TELEVISION, 2013). CNN was the pioneer of 24 hours news and it 
was recognized as a leader in coverage of breaking news (CNN website). As far as 
American news was concerned, there was ongoing foreign news coverage of the 
protests at Tianamen Square in Beijing in 19892. 
  Major development in the American television industry in 2000s was the rise of 
reality shows. TV began to focus on a younger generation, throughout the last 
decade in the 20th century. The advent of MTV changed the landscape of TV 
(Matheson, 2012). In 1992, the first ever long-term reality show, The Real World, 
was viewed as a pioneer among reality shows in the US (Television in the United 
States, 2014). Although it was harshly criticized, it was still a hit show among its 
                                                        
2 Tiananmen Square protests were student-led large-scale demonstrations, which 
were suppressed by the government military. Television news coverage provided 
never before seen images of the killing of student protestors by the military. 
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demographic during the time period. The four major broadcast networks also 
carried at least one reality show at the time.  
Television in China 
  With the world’s largest population of 1.3 billion and a Communist government, 
Chinese media does not parallel western media. Neither Four Theories3 (Siebert et 
al., 1956) nor later updates are useful in explaining the media system like that of 
China because those theories focus on western philosophy and ideology. Chinese 
media are related to its economic system (Winfield & Peng, 2005). Thus, a question 
emerges: what changes would the media industry in China experience as the 
economy opened to the West, via the WTO.  
History of Chinese Media 
  Prior to 1979, China’s media were controlled by the Communist party and only 
allowed to cover positive news of the government, even if a group of politicians and 
the youth, who were exposed to western culture, attempted to break the unbending 
system. The media served as a propaganda tool to endorse the Party’s thoughts. 
After the start of economic reform in 1979, China began to open up to foreign 
investment and grant permission for start-up businesses. (Brandit, et al., 2008) The 
media also started to gain more flexibility and access to information, especially after 
Chairman Mao’s death in 1976. Intellectuals fiercely discussed the issues of free 
expression and press autonomy. By the end of the decade, there was significant 
                                                        
3  Four theories are authoritarian, soviet-communist, libertarian and social 
responsibility 
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change in China’s media, as evidenced by the Tiananmen Square protest of 1989. 
This popular demonstration was known as the most massive student-led incident to 
date. The press restrictions were significantly loosened and showed sympathy to the 
protestors. However, at that moment, advertising and economic factors had not yet 
been a driving force of the media transition (Winfield & Peng, 2005) 
  The most significant turning point was in 1992 when a new post-Mao leader, 
Deng Xiaopeng’s open door policy pushed the transition of media reform. Generally, 
scholars have agreed that 1992 was a crossroads for China, including its media 
system (Zhang, 2011). Deng made an unprecedented step to break down the deep-
rooted barriers set by the Communist Party. He began with an inspection tour of 
South China and a series of talks, emphasizing the priority of market-based 
development. He said that the better way to economic growth was to help a small 
portion of people to become rich, and then those people helped the rest, which had 
been seen as a sign of commercialization (Xin 2010). This thinking was contrary to 
the existing party ideological system in that period. For the first time, media entered 
the market under market forces. During the next 10 years, the market, instead of the 
party, became a crucial factor in forming a new media system that media had been 
in charge of overseeing the government (Winfield & Peng, 2005). By the end of 
1992, government subsidies were no longer the only financial support for China’s 
media; foreign enterprises were contributing as well. This change of situation was 
“to end complete dependence on state subsidies and to find other sources of 
financing were thus more an economic necessity than an espoused political 
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principle”. (Zhao, 1998) 
  Zhao Qizheng, Minister of China’s State Council Information Office gave a 
review of media reform in 2003 that indicated that the Chinese media industry had 
generated the fourth largest tax revenue in the country after electronics and 
information, manufacturing and tobacco (ChuanmeiNet.com, 2003). 
The Chinese Media Landscape 
  According to Morgan Stanley Research (2006), China could be a potential 
leading media market in the future, based on three aspects: the amount of users, the 
size of media and the growth rate. First, China has the largest number of television 
users with 350 million, newspaper circulation of 40 billion and internet users under 
30 with 8 million. Second, China has more than 3,000 television channels, over 200 
newspapers and 9,000 magazines. Finally, advertising investment increased six 
times in the period 1994-2004, compared with two times in the United States. 
Datamonitor, a global provider of business analysis, estimates the revenue of 
Chinese media would reach $70.6 billion by 2015, a 37% increase from $44.5 
billion in 2010. 
  Currently, most Chinese media; newspaper, magazines and news agencies are 
still run by the government. However, a business model involving private investors 
would be a new trend in this highly censored media market. In the 12th five year 
plan, a guideline of China’s social and economic initiatives for the next five years, 
the government indicated that media would gain more freedom in the future and 
that the market would welcome more diversity (AHK Greater of China, n.d) 
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Figure 1 Government Controls: Old and New (Winfield & Peng, 2005): 
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  Joining the World Trade Organization (WTO) in 2001 accelerated the 
internationalization of media since China had been forced to open its market to 
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foreign media (Huang 2007). From the 1970’s to the 1990’s, a market socialism 
model; market-based without privatization, was driving the state-owned enterprise 
system (Zhang, 2011). The “Open Door” policy helped China to partially privatize 
the state-owned enterprise system. The Chinese Communist Party officially 
announced a privatization policy in its 15th National Congress. Since then, many 
state-owned enterprises were forced to shut down or to absorb external investment, 
which mostly was from foreign investors (Lee 2000). The first year after the joint-
WTO, foreign investors were allowed to invest in large state-owned enterprises. The 
government explicitly expressed support of privatization of the market. The 
decision undoubtedly influenced the media industry as well. “There are 1452 Party 
and government newspapers involved in the state-owned newspaper reform. 
Besides the 677 newspapers already shut down, 325 state-owned newspapers were 
transformed to commercial newspaper groups while 310 newspapers were separated 
from government departments, and 94 official journals have been converted to free 
publications,” reported China’s official Xinhua News Agency (2004). Phoenix 
Television received permission to have non-news programs in Guangdong Province 
weeks before China joined the WTO, which was the first time China opened a 
satellite market to foreign media. Hong Kong-based China Entertainment 
Television (CETV), a subsidiary of AOL Time Warner, was also granted the same 
permission. Joining the WTO not only opened China’s markets to foreign media, 
but also presented China to the world. At the end of 2003, over 50 foreign 
magazines published Chinese editions (Zhang, 2011). Tong Gang, a director of the 
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State Administration of Radio, Film and Television (SARFT) explained the purpose, 
“Allowing television-programming joint-ventures is part of an ongoing spate of 
industry reforms to bring foreign know-how to China’s often tedious TV output. 
After joining the WTO…We’ve been seeking cooperation overseas and we want to 
inject fresh funds and experience into the industry. “  
Figure 2 A Typology of Chinese Media Organization (Winfield & Peng, 2005): 
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Figure 3 Chinese Digital Media Outlets 2013 (AHK Greater of China):  
4 
The Trend of Globalization in the Chinese Television Industry 
  The Chinese TV industry is closely influenced by its political and economic path. 
Hong (2011) classified it into three historical stages: internationalization (1978-
1991), transnationalization (1992-1996) and renationalization (1997 to the present). 
These stages had an important effect on the role of TV in China. Beginning in the 
                                                        
4 AHK Greater of China, a part of the German Chambers of Commerce Worldwide 
Network, focuses on trades and business between China and German  
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late 1970s, the role of China’s television industry was to explicitly promote and 
maintain the power of the government. Even though the first television channel 
premiered in 1958, it aired an hour program that was only viewed by major leaders 
(Anke & Simons 2002). Major cities gradually built a broadcasting system in the 
mid 1980s with China Central Television (CCTV). In the second stage, television 
started to promote “spiritual civilization” after the government realized how 
vulnerable the party ideology could be (Loren et al. 2008). In the late 1990s, the 
television industry served an entertainment and public interest function. In 1983, 
Deng Xiao Ping implemented a deregulation policy of the TV industry that would 
break the original national system into 4 levels; national, provincial, city and county. 
(Sinclair & Harrison, 2004) Each level was allowed to have relative freedom.  
 As a digital library created by Tsinghua University and Tsinghua Tongfang 
Company, China National Knowledge Infrastructure (CNKI) released a report in 
2006 that 96% of the population had access to television service with 2100 channels. 
This massive coverage drove television to become China’s dominant information 
medium. China now has 3,000 TV stations and Shanghai is the largest television 
trade market in Asia. A cable package usually carries all CCTV Mandarin channels, 
as well as some channels of municipal, provincial or regional stations. Channels 
from Hong Kong, Taiwan and the West are available to areas with foreign residents, 
such as 5 star hotels in major cities. There were more than 44.5 million digital cable 
TV users in 2008 (CNKI, 2006).  
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Chapter Summary 
The literature indicates that the development of Chinese media was significantly 
behind that of the US due to its complicated economy, culture and political system. 
The advent of the American television industry had begun around the 1800’s and 
content became diverse because of the increase in cable penetration. In the early 
1980s, the cable industry grew significantly and the rise of CNN brought a 24-hour 
news experience to audiences, while Chinese media were still struggling in a strictly 
government-controlled environment. The turning point for Chinese media occurred 
when China joined the WTO. It pushed the market to embrace more diversity and 
listen to outside voices. The information provided by these studies primarily 
revealed the reasons why strategies are different when entering into US and Chinese 
markets, culture and regulatory environments. 
 
 
 
 
 
 
 
 
CHAPTER 3: METHODOLOGY 
Introduction 
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  After joining the WTO, China began to embrace more new ideas from the West. 
Foreign media outlets entered the market. Disney gained the right to broadcast 
movies in China; MTV established MTV China in Beijing; News Corporation 
started Phoenix Satellite Television. Localization would successfully help foreign 
media companies integrate into Chinese society (Weber 2006). However, there are 
no signs of localization by Chinese television networks in the US. Neither TVB, 
nor Phoenix America tailor their programs to American culture. On the contrary, 
most of their content is exactly the same as in China. Why is there a difference 
between programs launched in China and the US? What factors cause the difference?  
The following research questions were addressed in this study: 
1. How do Chinese and American TV networks sell their programs to each other 
under government policy?  
2. Do cultural differences influence the strategy of selling TV programs to China 
and to the US? 
3. What would constitute appealing content in China and the US? 
  The goal of this qualitative case study was to determine what strategies Chinese 
and American television networks use to sell programs in the American and Chinese 
television markets, in order to become successful in both countries. Since there was 
insufficient information related to the topic, interviews were principally used to 
collect data. This research mainly studied two TV networks; MTV and Phoenix 
Satellite Television, and compared the strategies of their offices in the US and in 
China. MTV is an American-based cable channel that successfully entered the 
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Chinese television market in 1995. The entry of Phoenix Satellite Television into 
the Chinese market was complex. It was considered by the government to be a 
foreign company when first introduced in China. Chinese tycoon Lu Changle 
became the largest shareholder and is now considered by the government to be a 
Hong Kong-based television network.  Phoenix USA launched in 2001.  
Setting 
  This study was primarily conducted via phone interviews with executives at 
MTV USA, MTV China and Phoenix TV USA. They were; Tracy Doyle, Vice 
President, VH1 on-air promotions at MTV USA; Adele He, Director of Marketing 
Partnership and Client Service at MTV China, and Victor Liang, Manager, 
Marketing Development Department at Phoenix Satellite Television. Since MTV 
provides distinctive programs in China and the US, executives in the New York 
office and in the Beijing office were interviewed to collect complete and unbiased 
opinions. Interview questions were categorized into three areas: current situation, 
threats and future plans. A similar questionnaire was sent to Tracy Doyle and Adele 
He to collect basic information about MTV USA and MTV China. Further 
interviews were conducted to reinforce their statements and make additions. 
Measurement Instrument 
  A questionnaire about MTV’s strategies and programming was sent out to 
understand the perspectives of MTV China and MTV USA in order to draw 
comparisons and conclusions. Twelve questions were asked in the questionnaire 
including MTV’s target audience, profitable shows, advertisers, competitive 
23 
 
advantages, threats and future blueprint. Results were shown in a qualitative manner, 
which required further analysis to provide a conclusion. 
Validity and Reliability  
  Interviewees all were high-level executives at target television networks, who 
had participated in market planning or had rights to access the information related 
to those questions being asked. MTV and Phoenix offices in the US and China had 
been asked the same questions respectively to accurately compare the difference 
between strategies of selling and programming in the US and in China. Tracy Doyle, 
the Vice President of on-air promotions at VH-1, helped to proofread the 
questionnaire.   
Data Collection Procedure and Data Analysis  
  Three interviews were conducted separately during different time periods. The 
questionnaire was sent prior to the interviews. The entire process lasted 
approximately 6 months due to different time zones and schedules. The qualitative 
answers were interpreted into tangible results and were analyzed descriptively. 
Some responses were converted to tables to better understand the different strategies 
between television networks in the US and China. 
 
 
 
CHAPTER 4: RESULTS 
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Case Studies  
Phoenix Satellite Television: the successful foreign broadcaster in China 
  Hong Kong-based Phoenix Satellite Television was founded in February 1996 as 
a joint venture with STAR TV, a subsidiary of News Corporation. Liu Changle’s 
Today Asia Limited and News Corp held 45% stakes respectively. On March 31st 
1996, the Phoenix Chinese channel began broadcasting Mandarin language 
programs, reaching approximately 4 million households at launch (Phoenix’s 
Awards & Recognitions, 2011). After three years, Phoenix television was awarded 
“one of 45 popular international brands in China”. Subsequently, Phoenix was rated 
one of the “Top 500 Chinese Enterprises”, graded one of the Most Respectable 
companies in China, and ranked one of the 500 Most Valuable Brands in China 
(Phoenix’s Awards & Recognitions, 2011). According to CTR Market Company, a 
leading market research company in China, the 2011 audience satisfaction rating of 
Phoenix Chinese Channel was higher than that of state-owned CCTV General. 
 
 
 
 
 
 
 
Figure 4 Phoenix’s performance in China (Phoenix Annual Report, 2010): 
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  Today, Phoenix’s global media organization includes the flagship Phoenix 
Chinese Channel, Phoenix Hong Kong Channel (2012), Phoenix Movie Channel 
(1998), Phoenix InfoNews Channel (2001), Phoenix Chinese News and 
Entertainment Channel in Europe (1999), and Phoenix North America Chinese 
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Channel(2001), covering more than 150 countries and regions via AsiaSat 3, 
Eurobird, Telstar, Satmex, DIRECTV and EchoStar (Phoenix Satellite Television 
Website) 
Figure 5 The areas covered by Phoenix Satellite Television (Phoenix Annual Report, 
2010):  
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Table 1 Phoenix Satellite Television’s Ownership (2014): 
5 
Reasons for the Success of Phoenix 
  Pursuing the vision of being the “Chinese connection", both among Chinese 
communities and between Chinese communities and the rest of the world, Phoenix 
                                                        
5  Liu Chang Le is the biggest shareholder of Today’s Asia Ltd; Extra Step 
Investments Limited is wholly-owned subsidiary of China Mobile (HK) 
Phoenix Satellite 
Television
Today’s Asia Ltd, 
Liu Changele 
37.13%
Extra Step 
Investments 
Limited 19.69%
Star Entertainment 
Holdings Limited 
17.44%
China Wise 
International Ltd 
8.25%
Public 17.24%
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seeks to provide Chinese everywhere with a continuous stream of Chinese- 
language programming, ranging from entertainment, talk shows and Asian and 
Western movies through to balanced, accurate and up-to-the-minute news and 
information about political and economic developments around the globe. By 
performing these functions, Phoenix fulfills its mission of bringing China closer to 
the world and the world closer to China.  
                        ---Phoenix Satellite Television’s Mission Statement                                                               
  Liu Changle graduated from the Beijing Broadcasting Institute. He joined the 
People’s Liberation Army and served from 1966 – 1976. He was then assigned to 
China Central People’s Radio as a military journalist. Later, Changle became one 
of the senior executives in charge of military news broadcasts on Chinese radio. By 
the late 1980s, he moved into the oil-trading business, which provided his first 
wealth (Chan, 1998). Liu opened Carefree Company to publish books by using the 
money he made in the oil-trading business. In 1994, Changle was thinking of 
starting a satellite business to target Chinese viewers because the satellite business 
was much cheaper than terrestrial broadcasting (Chan, n.d). He turned to Rupert 
Murdoch, who exclusively controlled satellite service in China at the time, 
suggesting Murdoch work with him. Murdoch showed an interest in Changle’s 
experience working with the government and his understanding of the public taste. 
They both took 45% stakes and started the business in China (Webner, 2003).  
  His “Guanxi” 6  and knowledge of the Chinese market not only convinced 
                                                        
6 Guan Xi means connections in Chinese 
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Murdoch to join the business, but also earned him exceptions from governmental 
restrictions. Phoenix targets elite Chinese viewers by providing educational and 
meaningful programs, which comply with Article 32 of the Regulations on Radio 
and Television Administration – provide high quality content to the public. 
Historical programs and News are the most popular (Interview with Victor Liang). 
The mission statement of Phoenix states: “Pursuing the vision of being the “Chinese 
connection", both among Chinese communities and between Chinese communities 
and the rest of the world.” All of these further persuaded the Chinese government 
that Phoenix was only the voice of China and it would not threaten CCTV and other 
local TV stations.   
  Because of the connection with the government and loyalty to the Communist 
party, Phoenix has fewer restrictions from regulatory authorities than other foreign 
broadcasters, including no limitations on source and autonomy in producing mainly 
commercial-driven programs (Interview with Victor Liang). That makes Phoenix 
much easier to operate in China. 
  In addition to the high quality of its programming, providing an innovative way 
to report news is another reason why Phoenix is successful in China. Compared to 
China Central Television (CCTV), the predominant stated-owned television 
network, this western-style coverage is more extensive and deeper. According to an 
interview with Anthony Yuan, the editor-in-chief and current affairs anchor of 
Phoenix, the network had the exclusive right to report on the 9/11 attacks in 2001 
and the exclusive right to interview Colin Powell, an American statesman 
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(Interview on Phoenix TV with Anthony Yuan, 2004). Moreover, Phoenix’s content 
is less controversial but more nationalistic in focus. Phoenix covers lifestyle, 
Chinese history and domestic news. It avoids politics and forbidden topics. 
Sometimes, its bold moves earned the public’s trust, as in the SARS outbreak in 
2002. SARS, an abbreviation for Severe Acute Respiratory Syndrome, was the 
epidemic respiratory disease with 8,273 cases causing 775 deaths in China, a 9.3% 
fatality rate (World Health Organization, 2003).  CCTV, as the main news source 
for China, did not publicize the news at first, but Phoenix covered it. Its reporters 
followed SARS expert Zhong Nanshan, every day to update the story.  
  Phoenix also values the importance of connections with local television. It co-
broadcasts and co-produces with different local television networks to get more 
exposure. It collaborated with a government-affiliated company in Shenzhen and 
co-broadcast with CCTV to cover the 1997 handover of Hong Kong to Mainland 
China. 
  Changle’s concept of the “3 F’s ” strategy pushes Phoenix to a new level. 3F 
means famous presenter, famous reporters and famous commentators. Changle and 
his team are more likely to hire famous presenters, reporters and commentators. In 
turn those famous people get more attention from the public, which increases the 
popularity of its programs. A Date of Lu Yu is Phoenix’s top talk show and the 
franchise has already been sold to other Chinese television networks (CMS 
Research Media, 2011). In March, 1998, premier Zhu Rhongji praised Phoenix‘s 
correspondent Wu Xiaoli, stating that he really liked watching her show, helping to 
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increase the public’s interest in Wu Xiaoli and her related shows (Chan, n.d).  
  An analysis of Phoenix’s management team reveals that 80% of the executives 
in key decision-making roles for this so-called foreign media company are Chinese 
(Phoenix Satellite Television North America website): 
 Chairman & CEO: Liu Changle – former reporter, news editor and 
commentator for Central People’s Radio Station 
 Executive Director & Deputy CEP: Chui Keung – graduated from 
Fudan University in Shanghai7, and worked at China Central People’s 
Radio Station 
 Executive VP & Head of Phoenix Chinese Channel: Wang Ji Yan – 
professor at the Beijing Broadcasting Institute and one of the leading 
television program producers in China 
 Chief Financial Officer: Yeung Ka Keung – worked in finance and 
business development at STAR 
 VP-International Affairs: Roger T. Uren – in charge of foreign 
government relations, international distribution, and public relations. 
  The strategy of the management team is clear. Experienced Chinese executives 
are decision-makers in domestic business while foreigners are designated to be in 
charge of international affairs. The management team shares a common background, 
all having worked in government broadcasting. They have knowledge, connections, 
a sense of public taste, and are aware of politics, polices and change. They are 
                                                        
7 Fudan University: an alliance of nine prestigious Chinese universities 
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familiar with the way of doing business in China, and have helped Phoenix to 
overcome obstacles facing other outside media companies, leading to success.  
New Media 
“Three-in-one world where TV, Internet and mobile content are combined, even 
with shared news anchors, this is certain to be the future — it's just a matter of time”  
                 ---Liu Changle, President of Phoenix Satellite Television 
 
  In order to expand its business to an integrated platform, Phoenix introduced its 
New Media, including Internet portals (www.ifeng.com), mobile channel 
(3g.ifeng.com) and video channel (v.ifeng.com), serving the mainstream Chinese 
community with premium content via the Internet, wireless and TV networks. 
Phoenix New Media did not have positive results until 2010, when they enhanced 
the integration of advertising sales and content offerings. Its revenue jumped from 
HK$70.438 million ($9 million US) to HK$560.458 million ($72 million US) in 
2010, to HK$1billion ($129 million US) in 2011.The daily average page views of 
Phoenix’s website and mobile channel are over 400 million and 200 million 
respectively. (Phoenix 2011 annual report, 2011). 
  Phoenix experienced ownership changes in 2006. News Corp. sold a 19.69% 
share to China Mobile, a leading mobile company in China (Fung, 2006). The 
partnership with China Mobile provides a platform for the further development of 
mobile channels. In 2011, the New Media department adopted a series of strategies 
to enhance brand awareness. New Media focuses on online content development. 
They announced a new strategy in May that added video clips of news; cooperated 
33 
 
with approximately 400 television stations and streamed media production 
organizations to increase their video library. They launched the social video-
sharing-platform Kuaibo in the third quarter; improved mobile Internet and value-
added services; video and value-added service. These strategies significantly 
increased Phoenix New Media use, which grew 40% compared with the same 
period in 2010 (Phoenix Satellite Station website, n.d).  
Figure 6 Phoenix Revenue and Profit, 2008 to 2012 (SNL Kagan Financial): 
 
 
 
  Figures 7 and 8 show that Phoenix Satellite Television’s revenue was 
continuously growing from 2005 to 2011. In 2011, Compared to 2010, Phoenix’s 
revenue had a significant 70% increase. New media makes a large contribution. The 
series of new strategies had an effect, leading to a 98.7% increase in 2011. It became 
the fastest growing business in Phoenix.  
 
 
Figure 7 Phoenix Financial Statement, 2011 (SNL Kagan Financial): 
 
34 
 
 
Figure 8 Phoenix Satellite Television Financial Summary 2011: 
 
 
Phoenix North America Chinese Channel 
“Strengthen connection with Chinese people around the world; Spread Chinese 
Culture all over the world” 
                                                      ---Liu Changle 
  On January 1st 2001, Phoenix Satellite Television Inc. launched Phoenix North 
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America Chinese Channel located in Irwindale California, providing 24-hour high-
quality programming to Chinese speakers in the US. Phoenix North America (NA) 
secured its first distribution deal with DIRECTV, an American direct-broadcast 
satellite service provider. Marketing Development Department Manager Victor 
Liang explained in the interview that the reason they chose DIRECTV was because 
DIRECTV was a well-known satellite provider and it had a good reputation. Most 
important, as a satellite service provider, DIRECTV covers a larger footprint than 
cable companies, which could quickly help Phoenix enter the market and build 
brand awareness. In the next year, Phoenix started to work with EchoStar, the owner 
and operator of DISH Network, to attract more subscribers. Following the launch 
of Phoenix North America, Phoenix Satellite TV launched InfoNews. This is a news 
channel that provides the latest international news. With the help of multiple 
distributers, Phoenix North America Channel covered most of the US as well as 
Canada and South America.  
  Most programs on Phoenix USA are produced in Hong Kong, China, with a 
majority of them exactly the same as those seen on Phoenix China. Phoenix USA 
has also produced local programs tailored to Chinese immigrants as well. These 
local programs concentrate on improving the Chinese’ lives in the US, such as “The 
Dream of a Family”, “Mountain Home”, “Spring is Strong”, “Dream Return”, 
“Back to Nature”, “Refurbished Dream”, “The Foot of the Mountain City and 
Concentrated Force”; all have been achieving high ratings (Phoenix American 
website, n.d). “The Dream of a Family” is an example of a tailored program. It 
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interviews Chinese immigrants about investments, loans and real estate, to give 
advice for those who are struggling in this new environment. The annual Miss 
Chinese Cosmos is another high-rated program that brings the Chinese community 
together (Phoenix American Website, n.d). This month long beauty competition is 
a platform for young Chinese women to differentiate themselves and find their 
Chinese roots. Even though there is less censorship in America, programming on 
Phoenix NA is still education and information driven. 
  In the interview, Victor Liang said the biggest difference between Phoenix NA 
and Phoenix China was governmental regulation. Phoenix NA is facing more 
competitors in the US market; in addition to Chinese channels, like Taiwan TV 
(Huashi), TVB and Asia TV, local television stations also are its competitors.  
Table 2 Comparison of Phoenix NA and Phoenix China: 
 Phoenix NA Phoenix China 
Target Audience Chinese-Speakers, including a 
few Americans who are 
interested in Chinese Culture  
Well-educated Chinese 
Major 
Advertisers 
Business/banking/insurance/auto 
companies who want to attract 
more Chinese costumers; 
restaurants/ Wal-Mart/ AT&T / 
Verizon who want to increase 
Chinese users 
A variety of Chinese companies 
and a few foreign companies 
Programming 
sales strategy  
Collaborate with local 
distributors; share the same as 
Phoenix China 
Differentiate itself with high 
quality western-style programs; 
3F; build great connection with 
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the government; cooperate with 
local TV stations 
Revenue  Advertising Distribution 
Competitors Huashi (Taiwan TV), TVB, Asia 
TV and local channels 
Chinese TV; CCTV and Hunan 
TV  
Threats  Piracy threat  Censorship  
  At the conclusion of the conversation with Victor Liang, he added that Phoenix 
has a goal to increase profit margins. The network planned to expand its distribution 
area and produce English language programs. Phoenix would also focus on high 
definition and online programs. 
MTV: another successful foreign media network in China  
In 1981, MTV gave American households a whole new cable experience -- 24 
hours of music videos. MTV’s music, style, language and attitude became the icon 
of American popular culture among teenagers and young adults (MTV launches, 
1981). One year later, a Nielsen report indicated that 85% said they spent 4.6 hours 
weekly watching MTV and 65% said they had bought the albums after seeing the 
music videos (Fung, 2006). After a successful launch in the US, MTV expanded its 
business globally. The first stop was Europe. In 1987, six years later, MTV opened 
the European market reaching 1.6 million subscribers in fourteen countries. This 
performance taught MTV that the strategies used in the US didn’t work effectively 
in Europe (Hema & Regani, 2007). To solve the problem, MTV changed its strategy, 
and produced customized programs, which were speaking directly to Europeans; 
this specific strategy later helped MTV become successful in China (Weber, 2003).    
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MTV China 
  Viacom, the parent company of MTV, broke into the tight Chinese market 
through its MTV Asia group, which consisted of MTV Mandarin, MTV Southeast 
and MTV India (Hema & Regani, 2007). MTV Mandarin was launched in 1995 in 
Taiwan, also serving a small portion of Mainland China and Hong Kong. At that 
moment, only high-end hotels and certain areas populated by foreigners could 
receive MTV Mandarin. After consistent negotiations with the government, MTV 
China split from MTV Mandarin, and became the first foreign channel to be 
approved by the government to broadcast in Guangdong Province. In 2003, this 24-
hour music channel reached over 6.1 million households in Guangzhou, Shenzhen, 
Hong Kong and Macao (MTV launches China Channel, 2003). MTV China’s target 
audience, mostly like MTV USA, is 15-34 with a high school diploma and up 
(Interview with Adele He). The most popular programs are MTV Global Village 
(Tian Lai Cun), a 30-minute music show; MTV Chart of Glory (Guangrong Bang), 
a music chart with information on trends and innovation; Stuff We All Getting 
(Shuaige Mima), a short 2-minute interactive program with a social media 
component; and Music Festival. Besides self-production, MTV China also co-
produced local programs with prominent media enterprises such as CCTV, 
Shanghai Media & Entertainment Group, Southern Media Corporation and 
Shenzhen Media Group to get more exposure. 
MTV: Think Globally, Act Locally 
The success of Phoenix TV can be attributed to a partnership with the Chinese 
tycoon Liu Changle. Instead of utilizing a joint venture with a local media business, 
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MTV China chose another path: localizing its programs and tailoring them with 
Chinese characteristics. (Global Media and Communication, n.d) The strategy not 
only effectively pushed MTV China forward in the market, but also strengthened 
the brand awareness of MTV China among Chinese audiences. 
  As MTV’s premiere program, Tian Lai Cun (TLC, Global Village in English) is 
a long running music show (16 years) providing music news to audiences. Tian Lai 
is derived from the book of Zhuangzi, a widely known philosophy in China in the 
fourth century, meaning the best music. It refers to sounds from nature, like the 
sound of wind and mountains. The ancients believed the best music was from 
heaven, where common people could not enjoy it. Naming itself Tian Lai Cun, this 
30-minute-customized music show has successfully become the most popular 
mandarin-speaking music program on MTV (MTV website, n.d). TLC has aired for 
over 16 years, including Music GPS---introducing the newest music; Tian Lai 
Headline---criticizing the newest music news; Tian Lai New Music---introducing 
new bands; Music Show---forecasting music trends; Twitter Buzz; Artist Interview; 
MTV Music Lobby---sneak peak of MTV China channel; and Celebrity---inviting 
celebrities to the show. TLC is completely localized to the Chinese market. The 
hosts are Mandarin-speakers. 60% of the music is comprised of the most popular 
Mandarin songs (MTV website). The diversity of content is another selling point 
for TLC. The introduction of western singers differentiates TLC from other local 
music programs. TLC changes its background scenes based on specific topics. 
Occasional special projects are a feature of the program, for instance, an exclusive 
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interview with Hangeng, a famous mandarin pop singer and winner of the Europe 
Music Award (EMA). Video Jockey (VJ) competition shows maintain TLC’s 
attraction to the audience (Interview with Adele He, 2013).   
  Cooperation with major Chinese media companies helps MTV to receive more 
exposure and sponsorship revenue. Adele He, director of Marketing Partnerships & 
Client Service at MTV Beijing, said that the rapid awareness of MTV is attributed 
to the well-known CCTV-MTV Music Awards. The CCTV- MTV Music Awards 
were established in 1999, in association with an annual prestigious music festival 
held in Beijing, the capital of China. On the occasion of the event, a number of 
widely known artists from Mainland China, Hong Kong, Taiwan, Japan and 
Malaysia convene at Beijing’s Wukesong stadium to celebrate the most important 
moments in the music history.  The 11th annual CCTV-MTV Music Awards kicked 
off on September 8th, 2012; awards were divided into three categories, including 
Jury Awards, the Audience Vote Awards and Organizing Committee Awards. Since 
it was the 10th anniversary, CCTV-3 and Tian Lai Cun broadcast a 40-episode recap 
of previous CCTV-MTV Music Awards shows. MTV and the CCTV Internet TV 
channel simulcast the music awards on September 8th. In addition to co-
broadcasting with national media, Adele He mentioned that MTV seized an 
opportunity to work with local TV stations as well. From 2009-2010, MTV co-
branded with Guangdong TV (GDTV) for multiple mini concerts.  
  MTV revenue not only comes from TV commercial sales, but also from 
customized music related programs (Interview with Adele He, 2013). 5 Plus is a 
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long-term client-based music program. To maximum the exposure of 5 Plus, a 
Chinese fashion brand, MTV China produced a new fashion show named 5 Plus. 
The team flew to London and interviewed stylish pedestrians. Each 15-minute 
episode gave the audience an eye-opening experience about “fearless” British style 
while showing the relevant fashion styles from 5 Plus. To strengthen the image of 
the brand, the host wore clothes from 5 Plus and would mention “this is sponsored 
by 5 Plus” in the beginning and at the end of each episode as well.  
  A significant cell phone manufacturer BBK, is an important MTV client 
(Interview with Adele He, 2013). They had been working together for 3 years from 
2009 to 2011, but went on hiatus in 2012. In 2013, they started to work together 
again mostly because their target consumers were the same: the young generation. 
China categorizes cities into three levels: first-tier, second-tier and third-tier. The 
size of the city and average income is the differentiator. First-tier cities are those 
having the largest size and highest incomes in the country, like Shanghai, Beijing 
and Guangzhou. BBK is popular among second and third tier cities because of its 
relatively low price; these are markets that MTV is eager to enter. As previously 
mentioned, only big cities and three star hotels can receive MTV China, so having 
BBK would be an advantage for MTV China to break down the coverage limitation. 
During the interview, Adele He said that BBK is going to launch a new cell phone, 
targeting college graduates who want low price with advanced features. MTV China 
will be responsible for the press release of new products in May, 2013 and 
promotions of the new lines. 
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Obstacle 
  The State Administration of Radio, Film and Television is the highest authority 
under the State Council of the People’s Republic of China in charge of controlling 
state-owned media enterprises (SARFT website). It directly supervises national 
media such as China Central Television and China National Radio as well as other 
movie and television studios and foreign media companies. It is also responsible for 
censoring and regulating Chinese culture standards. SARFT strictly regulates 
content produced by foreign media. Moreover, foreign media need to get an 
additional video license for posting videos on their websites. To address these 
restrictions, MTV decided to coordinate with local TV stations to gain more 
broadcast rights, and work with Toudu.com, a well-known video sharing platform 
in China, recently merged with Youku.com, another widely used video sharing 
platform. 
Future: Digital Media is the New Challenge 
  At the end of the interview with Adele He, she said Viacom was negotiating with 
Chinese authorities to extend its content license, trying to cover more cities. She 
was personally concerned about the competition of new media, especially social 
media. According to He, MTV China has very weak performance on social 
networks, an important engagement platform for the MTV demographic. However, 
she believes, creativity and internationality differentiates MTV China in the market. 
As a multinational corporation, MTV China builds connections not only with local 
artists but also with international artists. The relationship with international artists 
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is the one of the attractions for partnerships with local TV stations.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 3 Comparison of MTV China and MTV USA: 
 MTV China MTV USA 
Target audience Demographic 15-24 Chinese  Demographic 15-24 English-
speakers  
Program sales 
strategies 
Customized programs and 
ceremonies/concerts-
Follows similar model-
advertisers can sponsor 
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sponsorship “tentpole”8 events 
Major Advertisers BBK Digital-phones, tablets, music 
Competitive 
advantages 
Cooperation with local media 
enterprises to get more 
government-side support 
Brand recognition and 
coolness 
Competitors  Channel V  
Xing Kong Wei Shi (Star TV) 
Fuse TV,  
E! Entertainment,  
Bravo and  
TLC 
Threats  Traditional Media VS New 
Media 
How to message and 
manage other TV viewing 
platforms-smartphones, tablets 
and on-demand 
Future  How to use online distribution to 
strengthen brand awareness 
How to find the balance 
between social media, 
traditional television and new 
and enhanced platforms 
 
 
 
CHAPTER 5: DISCUSSION 
Introduction 
  There are major differences in network launch strategies in China and the US. 
SARFT has high standards for television programs and even higher standards for 
                                                        
8 Tent pole events include the MTV Movie Awards or the MTV Video Music 
Awards (VMAs) as well as original MTV shows such as World of Jenks, Catfish, 
Teen Mom, Washington Heights, and the MADE franchise. 
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foreign media outlets in China, specifically the “no sex, no violence, no news” 
policy. There are fewer restrictions in the US television market. 
  Chapter 4 used two case studies to demonstrate the difference in television launch 
strategies in China and the US. MTV China produces Chinese programs to target 
Chinese audiences but Phoenix USA airs similar programming in both the US and 
China. 
Discussion 
Table 2 The comparison of Phoenix NA and Phoenix China: 
  
 Phoenix NA Phoenix China 
Target Audience Chinese-Speakers, including a 
few Americans who are 
interested in Chinese Culture  
Well-educated Chinese 
Major 
Advertisers 
Business/banking/insurance/auto 
companies who want to attract 
more Chinese costumers; 
restaurants/ Wal-Mart/ AT&T / 
Verizon who want to increase 
Chinese users 
A variety of Chinese companies 
and a few foreign companies 
Programming 
sales strategy  
Collaborate with local 
distributors; share the same as 
Phoenix China 
Differentiate itself with high 
quality western-style programs; 
3F; build great connection with 
the government; cooperate with 
local TV stations 
Revenue  Advertising Distribution 
Competitors Huashi (Taiwan TV), TVB, Asia 
TV and local channels 
Chinese TV; CCTV and Hunan 
TV  
Threats  Piracy threat  Censorship  
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The target audience for Phoenix NA is Chinese immigrants. It neither provides 
English programs nor tailors its programs to the taste of Americans. This explains 
why Phoenix NA shares programming with Phoenix China. The biggest difference 
between Phoenix NA and Phoenix China is the sources of revenue. The major 
revenue source for Phoenix NA comes from collaboration with different distributors, 
while Phoenix China depends on advertising. That also affects the types of 
commercials aired. Phoenix China is more selective in its advertising base. The 
obstacle for Phoenix NA is not government regulations, but piracy threats. During 
the interview, Liang said that some illegal software allows viewers to watch Phoenix 
NA online without subscribing to a pay TV package. He also added that cultural 
differences made communication with local distributors harder in the beginning. To 
some degree, Phoenix NA is more like a platform to share, promote and strengthen 
Chinese culture. 
Table 4 The comparison of MTV China and MTV USA: 
 MTV China MTV USA 
Target audience Demographic 15-24 Chinese  Demographic 15-24 English-
speakers  
Program sales 
strategies 
Customized programs and 
ceremonies/concerts-
sponsorship 
Follows similar model-
advertisers can sponsor 
“tentpole” events 
Major Advertisers BBK Digital-phones, tablets, music 
Competitive 
advantages 
Cooperation with local media 
enterprises to get more 
Brand recognition and 
coolness 
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government-side support 
Competitors  Channel V  
Xing Kong Wei Shi (Star TV) 
Fuse TV,  
E! Entertainment,  
Bravo and  
TLC 
Threats  Traditional Media VS New 
Media 
How to message and 
manage other TV viewing 
platforms-smartphones, tablets 
and on-demand 
Future  How to use online distribution to 
strengthen brand awareness 
How to find the balance 
between social media, 
traditional television and new 
and enhanced platforms 
  In contrast, there are significant differences between MTV China and MTV USA. 
Even though they both serve the 15-24 demographic, MTV China only targets 
Chinese, not Americans in China. Because of that, MTV China is challenged to 
penetrate the market. It uses Chinese hosts, tailors its programs to the taste of the 
public and strictly follows government regulations. It does not attempt to compete 
with local TV stations. MTV China considers other similar foreign media channels 
as competitors, such as the music channel Channel V and Xing Kong Wei Shi (Star 
TV) owned by 21st Century Fox. The strategy implemented by MTV China is to 
gain more government support. Unsurprisingly, government censorship has 
seriously impeded the development of MTV China. As a foreign media channel, 
MTV China is not allowed to post videos on its website. It cannot air content with 
sex, violence or news. Thus MTV China positions itself a music-oriented channel. 
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Without strict government regulations, MTV USA is able to provide more variety 
for the audience. 
Limitations 
 The lack of previous research is a limiting factor in this case study. There are not 
enough studies to support the assumption of the study, that government policy 
affects the way TV programs are launched in China and the US. Additionally, 
audience data is limited due to government censorship. Adele He from MTV China 
referred the author to Dan Li who is in the research department. However, he was 
unable to provide any information, explaining that “most of the research data of the 
company, especially rating data is not an open resource.” Senior executives from 
MTV and Phoenix Satellite were difficult to reach. Therefore this case study cannot 
provide any further details of programming strategies and future planning. Finally, 
a Hong Kong-based television station TVB was considered as one of the case 
studies because TVB USA is one of the popular Chinese channels in the United 
States. It never accepted an interview after numerous attempts.  
Recommendations for Future Research  
  More data is needed for future research. Related ratings data will make the 
research more credible. It would be better to compare more television stations that 
have businesses in China and the US. CCTV launched CCTV North America in 
Washington DC in 2012. This would be a very valuable case study for research. A 
survey concerning people’s awareness of foreign media outlets in China and USA 
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should be conducted in the future to better understand the impact of different 
programming strategies.  
Conclusion  
  Different government policies lead to different programming strategies in China 
and the US. These different government polices determine the ways programs are 
launched in China and the US. Foreign media companies comply with government 
regulations to gain more rights to grow their business in China. The easiest way to 
start a media business in China is to build connections (Guan Xi) with the 
government. Cooperation with local television stations, like CCTV, is another way 
to strengthen brand awareness. Television has relatively more freedom in the US. 
Due to the diversity of culture, foreign broadcasters must target its ethnic groups in 
the US.  
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APPENDIX A 
Regulation on radio and Television Administration 
Chapter IV Radio and Television Programs 
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Article 30 Radio or television stations shall set up their programs within the scope 
of programs approved by the administrative department for radio and television of 
the State Council. 
Article 31 Radio and television programs shall be produced by radio or television 
stations or the units for the production and management of radio and television 
programs which are established upon the approval of the administrative 
departments for radio and television under the people's governments at or above the 
provincial level. No radio television station may broadcast any program produced 
by units which are not licensed to produce and manage radio or television programs. 
Article 32 Radio or television stations shall improve the quality of radio or 
television programs and increase the numbers of excellent domestically produced 
programs, and shall not produce or broadcast programs which contain the following 
contents: 
     (1)   endangering the unity, sovereignty and territorial integrity of the State; 
     (2)   endangering the security, dignity and interests of the State; 
     (3)   instigating national division and undermining national unity; 
     (4)   divulging State secrets; 
     (5)   slandering or insulting others; 
     (6)   disseminating obscenity or superstition or touting violence; or 
     (7)   any other contents prohibited by the provisions of laws or administrative 
regulations. 
Article 33 Radio or television stations shall, in accordance with the provisions in 
54 
 
Article 32 of these Regulations, examine radio or television programs prior to 
broadcast, and conduct re -examination of programs prior to re-broadcast. 
Article 34 Radio and television news shall be truthful, fair and equitable. 
Article 35 The establishment of a unit to produce television plays shall be subject 
to the approval of the administrative department for radio and television of the State 
Council and a license shall be obtained prior to producing television plays. 
Measures governing the production and broadcast of television plays shall be 
stipulated by the administrative department for radio and television of the State 
Council. 
Article 36 Radio or television stations shall use standardized spoken and written 
language. 
Radio or television station shall promote the nationwide use of Putonghua. 
Article 37 Local radio or television stations and radio or television rediffusion 
stations shall relay radio or television programs according to the relevant provisions 
of the administrative department for radio and television of the State Council. 
No radio and television rediffusion station established by a township or town may 
produce its own television programs. 
Article 3 Radio or television stations shall broadcast radio or television programs 
in accordance with advance program schedules; if alteration or adjustment of 
previously announced program schedules is required, a notice shall be made to the 
public in advance. 
Article 39 Overseas movies or television plays broadcast by any radio or television 
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station shall be subject to the examination and approval of the administrative 
department for radio and television of the State Council. Other overseas radio or 
television programs broadcast by any radio or television station shall be subject to 
the examination and approval of the administrative department for radio and 
television of the State Council or other institutions authorized by it. 
Radio and television programs that are supplied to foreign countries or regions shall, 
according to the relevant provisions of the State, be reported to the administrative 
departments for radio and television under the people's governments at or above the 
provincial level for the record. 
Article 40 The ratio of time assigned to broadcasting overseas radio and television 
programs to the total broadcasting time shall be stipulated by the administrative 
department for radio and television of the State Council. 
Article 41 Importing or re-broadcasting overseas radio and television programs via 
satellite or by other means of transmission by a radio or television station shall be 
subject to the approval of the administrative department for radio and television of 
the State Council. 
Article 42 No radio or television station may broadcast advertisements in excess of 
the time limit stipulated by the administrative department for radio and television 
of the State Council. 
Radio or television stations shall broadcast public interest advertisements. 
Article 43 The administrative department for radio and television of the State 
Council may make decisions under extraordinary circumstances to suspend 
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broadcasting, replace particular scheduled programs or designate some particular 
programs to be relayed. 
Article 44 Educational television stations shall, in accordance with the relevant 
provisions of the State, broadcast various educational, teaching and learning 
programs, and shall not broadcast movies or television plays that are irrelevant to 
teaching and learning subjects. 
Article 45 Organizing international or national radio or television program 
exchange or trading activities shall be subject to the approval of the administrative 
department for radio and television of the State Council and shall be undertaken by 
the designated units. Organizing regional radio or television program exchange or 
trading activities shall be subject to the approval of the administrative department 
for radio and television under the local people's government of the province, 
autonomous region or municipality directly under the Central Government and shall 
be undertaken by the designated units. 
No unit or individual may organize radio or television program exchange or trading 
activities without approval. 
Article 46 The broadcast and use of the radio or television programs which are under 
copyright protection shall be dealt with according to the provisions of the Copyright 
Law of the People's Republic of China. 
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Questionnaire on the differences between MTV China and MTV USA 
 
1. Who is your target audience in MTV China and MTV USA? 
 
2. What are your program sales strategies in China and USA? What  
 
3. Why did MTV decide to penetrate the Chinese market, which is totally different 
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from America and has so many restrictions on programming. (MTV Mandarin 
defines itself as a 24 hour music channel, while MTV USA has music programs + 
original shows). How did MTV come up with the idea to establish MTV Asia? 
(MTV is the first foreign media to target Asian market)   
 
4. What obstacles did MTV have when they tried to break into the Chinese 
television market? What was the biggest obstacle? How about American market? 
(distributors/policy) 
 
5. What are new threats in China and USA? 
 
6. Who are your competitors in China and USA? How does MTV differentiate itself 
in both countries? 
 
7. What are the competitive advantages of MTV?   
 
8. Who are MTV major advertisers in China? How about in USA?  What kind of 
programs appeal advertisers better?  
 
9. What do you think about MTV mandarin in 5 years or 10 years? MTV USA? 
Does MTV mandarin have new strategies? MTV USA? 
 
10. What is the most popular show or profitable show?  
 
11. Can you give me more information about MTV Mandarin (because there is not 
that much information online)?  
 
12. Who else should I talk to? 
 
